
 

 



 

Black Friday: An In-Depth Look at Chain Store Guide’s Expectations for Retail’s Biggest Season 

It’s Thanksgiving Day: the food is cooked, the turkey is ready to be sliced, the kids are at the little table, 
the adults at the big table, the smell of homemade gravy is in the air, and everyone is giving thanks. Fast 
forward an hour. Coats are on, cars are being heated up, leftovers are in the fridge, credit cards are 
ready, and everyone is racing to get to the nearest store for Black Friday shopping. How is it that one of 
the biggest money making days in the retail industry is the day after the holiday we have to give thanks? 
Better question, why is the tradition of Black Friday slowly creeping into Thanksgiving Day and how did it 
get to this point? Black Friday is now a staple in an American’s life, a day that companies make tons of 
money. This day has morphed from an unspoken tradition to a full blown expectation, and has now 
multiplied to several days including Cyber Monday and Small Business Saturday.  

Technically, the anomaly of Black Friday has been around since the early 1900’s. Most adults had the 
Friday after Thanksgiving off and it was the beginning of the holiday season. Department stores, such as 
Macy’s, began hosting parades to kick off the holiday season and entice people into their stores to shop. 
Until 1939, Thanksgiving was on the last Thursday of November, but retail associations began pressuring 
President Roosevelt that the holiday season was too short, so he moved Thanksgiving to the “next-to-
last” Thursday of the month. This caused many Americans to get angry and in the end, Congress 
changed Thanksgiving to the fourth Thursday of the month in order to please everyone. This 
compromise means that some years it will be celebrated the second-to-last Thursday and other years, 
like this one, it will be the last Thursday. The term Black Friday didn’t become popular until the 1960’s 
when the Philadelphia police officers coined the name because they hated the day after Thanksgiving 
due to traffic and pedestrian problems. In the 1980’s, in order to get rid of the negative connotation, 
someone started a rumor that Black Friday actually came from the fact that it was the day a store’s 
accounting books would go from red (bad sales) to black (positive sales).  

There is no question that Black Friday is an essential day in the Retail Industry, a day Americans pour 
their money into the economy, and a perfect day to view a human’s animal instincts at its best/worst. In 
the past ten years, people have been injured, gotten in fights over 40-inch TV’s, and even died, all over 
shopping.  If nothing else, it is a great way to look at a human’s psychology or survival of the fittest and 
watch the thrill of the hunt in action. Some find Black Friday to be the best day of the year, others find it 
to be morally wrong, others see it as the day that saves their business, and some see it as a spectacle or 
event to people watch or get great deals. It may not be the biggest shopping day of the year, but it is 
usually ranked fifth or sixth. In the past five years alone, Black Friday has slowly been creeping earlier 
and earlier and now many stores are even open on Thanksgiving. What will be interesting to see is how 
it morphs and adapts to millennial’s needs and wants going forward, and what new technology, trends, 
and events it will have to adapt to. If nothing else there is one thing American’s can be sure of, Black 
Friday isn’t going anywhere, except maybe earlier on Thanksgiving Day.  

Black Friday Today 
 
Some call the day after Thanksgiving the Super Bowl of shopping because for most people it isn't all 
about getting the best price, it's also about the sport. Consumers prepare heavily for the big day and 
most of them make all of their purchases in the first two stores they visit. Top retailers know that Black 
Friday sales will set the tone for which stores will be this season's winners and losers. 

The upcoming annual shopping event looks much different than it did a few years ago. Retailers have 
been boasting deals since Halloween and store opening times are creeping earlier. Some industry 
experts predict this year’s Black Friday holiday to be bigger than last year, while others bet more on its 



 

cousin Cyber Monday. Regardless of who proves correct, there will be millions of consumers at the mall 
this weekend. According to the National Retail Federation, 141 million Americans shopped by the end of 
Thanksgiving weekend last year, with more than 92 million on Black Friday alone.  

Cyber Monday – The Evolution to Online Shopping 

Black Friday has evolved into multiple forms with none more important than the explosively fast-
growing online retail segment. Cyber Monday originated in the mid-2000’s and has since grown into a 
term used by marketers across the world. Online retailers were reporting substantial increases in sales 
on the Monday after Thanksgiving, as workers returned to their computers looking for Holiday deals. 
Today, Cyber Monday has become more prevalent throughout the entire month of November as 
opposed to one day of shopping. Retailers, including those with large brick-and-mortar presences, 
advertise deals for Cyber Monday beginning the first week of the month and usually have ‘teaser’ sales 
or 24-specials leading up the actual ‘big’ day. As a result, online sales have grown substantially over the 
past three years; cumulatively, retailers in Chain Store Guide’s database involved in ecommerce have 
increased online sales 22% over the past five years. 
 
As online shopping became more popular through Amazon and other specialty e-tailers over the past 
decade, demand has increased for online ecommerce. If there is to be true growth during the Black 
Friday selling season, CSG’s Sr. Market Research Manager Brian List ‘believes it will come from online in 
the form of 6-7%.’ 
 
 

In the next month, how do you anticipate making the majority of your retail purchases?* 

 
 

*Source: Chain Store Guide’s Consumer Spending Report 
 
 
While the majority of consumers still anticipate making purchases in a brick-and-mortar retail store, an 
increased percentage are plan to purchase online using mobile devices or personal computers. 
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Losing Steam? 
 
While most reports and polls have summarized an expected strong Black Friday/Cyber Monday 
performance for retailers, others have begun doubting its continued growth. According to a survey 
commissioned by Bankrate and compiled by Princeton Survey Research Associates International, only 
28% of Americans plan to shop in a store on Black Friday, while Cyber Monday was even less popular, 
with only 25% of consumers saying they planned to shop online December 1st. 
 
From a consumer perspective, Chain Store Guide’s own Consumer Spending Report – which tracks 
monthly spending intentions and behaviors – brings into question projected spending in November. 
 
According to data from the Consumer Spending Report, only 38% of adults are expected to spend more 
in the month of November compared to the previous month, while 45% are expected to spend ‘about 
the same.’ What’s more, 38% of adults rate their personal finances as fair, while 22% responded ‘poor.’ 
Coupling this with the fact that most ‘door-buster’ Black Friday items might not be as good as a deal as 
once thought, retailers could be in store for lighter traffic on foot and web. 
 

Do you think you will spend more, less or about the same next month?* 

 
 

*Source: Chain Store Guide’s Consumer Spending Report 
 
 
Small Businesses Get in the Game 
 
After the hustle and bustle of the merged Thanksgiving/Black Friday holiday and just before the Cyber 
Monday extravaganza, neighborhoods across the country band together to promote the “mom and 
pops” of the world – also known as Small Business Saturday.  

A term coined in 2010 by American Express, Small Business Saturday is a non-political grassroots 
campaign that promotes independently-owned small businesses in communities across the United 
States. Relying on word-of-mouth and social media for marketing, small businesses encourage 
consumers to shop in their stores to boost the local economy, create more jobs, and remain competitive 
during the busiest part of the retail calendar. According to NOLA.com, Small Business Saturday spending 
increased 4%, from $5.5 billion in 2012 to $5.7 billion in 2013, due to the millions of Americans who 
shopped and supported the more than 28 million small businesses. 
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Since Small Business Saturday has become such a big success in the US, the United Kingdom began its 
own version of Small Business Saturday in 2013 on the first Saturday of December.  

Controversy: Where Have All the Thanksgivings Gone? 
 
Several years ago a couple of Chain Store Guide editors were invited to spend a fact finding day with 
executives from the then growing regional automotive aftermarket retailer Discount Auto Parts.  The 
meeting took place a couple of years prior to Discount’s acquisition by Advance Auto Parts.  After 
management gave the CSG editors a complete tour of the modern facilities including the grand 
distribution center, we sat down to discuss plans for the future and current operating policies. 
 
It was clear that Discount management was closely bonded to its employees and in fact viewed 
associates as family.  Thus it came as somewhat of a surprise when these executives stated that 
company stores were open until around 3PM every Thanksgiving.  The executives immediately 
acknowledged that while this arrangement meant that DAP employees arrived late in the day for their 
family get together, the company’s immediate focus was on assisting their customers to overcome car 
problems and arrive safely at their own Thanksgiving festivities.   
 
DAP stores were open on Thanksgiving to assist customers in distress, not to tantalize with Black Friday 
bargains a day early.  The executives did make it clear that these employee sacrifices were much 
appreciated by management as well as by customers and said employees were fairly compensated in 
money and in time.  They also stressed to associates that customers too were to be treated as family, as 
they essentially paid the bills. 
 
Currently there is a debate going on as to whether retailers should be open at all on Thanksgiving Day as 
more and more retailers announce increasingly earlier Thanksgiving Day promotions.  The debate is 
most strongly contested by retailers who strongly support either side of the argument.      
 
This year Macy’s announced an unprecedented Thanksgiving Day opening of 6PM.  The same goes for 
Target, Sears, Kohl’s, Staples and Belk.  Each of these retailers opened at 8PM last year.  For years Target 
refused to open on Thanksgiving but in recent years succumbed to pressure from competitors.   The 
massive number of earlier Thanksgiving Day openings is mostly the result of a pre-Black Friday 
competitive spiral.  
 
Several years ago a colleague began her time at Target by entering an executive training program.  One 
of the features Target explicitly used at the time to attract qualified candidates to management 
positions was the lure of stores being closed on Thanksgiving, just prior to the grueling, work-intensive 
holiday season which really now extends through the new year. 
 
Financially beleaguered RadioShack breaks its previous closed for Thanksgiving Day mold by not only 
opening on the holiday for the first time, but by announcing the chain would be opening over 70% of its 
stores at 8AM and remaining open until midnight.  If this smacks of desperation, it is likely an answer to 
financial results so disappointing for so long that many observers have recently speculated how much 
longer the grand chain can survive.   
 
Interestingly, a week and a half prior to Thanksgiving Day, RadioShack management announced a 
change in strategy.  After an 8AM opening on Thanksgiving morning, stores will close at noon and 



 

reopen between 5PM and midnight.  It turns out this late change in plans was due to somewhat of an 
employee insurrection through commonly viewed social networking sites.   
 
Here several employees wrote extensive lists of employee grievances and some quit over the notion of a 
store being open from early morning to midnight on Turkey Day.  Of note, while non-permanent store 
personnel will be paid at holiday rates, store management will receive no extra incentives, thus many 
managers are quite unhappy.  Several employees have indicated doubt as to whether any shoppers 
would appear Thanksgiving morning.  Weather could play a role here as could Thanksgiving morning 
traditions such as the Macy’s Parade. 
 
RadioShack stores list hours for Christmas Eve, New Year’s Eve and New Year’s Day as TBA.  Employees 
indicate they fear the worst.  Of course, if RadioShack’s Thanksgiving morning opening is a success, it 
could be the beginning of a new era in retailing.   
 
On the other hand several very financially secure and prosperous retail chains will continue to refuse to 
open for the big day, resuming activity on Black Friday.  These include Costco, Nordstrom GameStop, 
BJ's Wholesale Club, Sam's Club, Saks, Dillard's, Lowe's and Home Depot and TJX chains T.J.Maxx and 
Marshall's and HomeGoods.  These stores have enjoyed solid financials for some time.  Some, such as 
Dillard’s are essentially family run and remain true to strong family/Thanksgiving values, not bargains.  
Last year Costco took a strong stand by publicly explicitly refusing to open for Thanksgiving Day. 
 
It can be argued that while many feel it is sad when retail associates are forced to give up a part of their 
Thanksgiving holiday for the sake of a store’s bottom line, it must be noted that many in our national 
work force have long been expected to spend Thanksgiving on duty.  These include police, firefighters, 
transit workers, doctors and nurses.  Of course, most consider these positions to be maintained on all 
holidays as being vital to the public interest and safety.  
 
For years the New York area consumer electronics chain, family owned and operated PC Richards has 
taken out pre-Thanksgiving ads in local media announcing the company policy of honoring the right of 
both customers and employees to enjoy the entire holiday at home with family and friends.  Many New 
Yorkers applaud the company for this.  Currently the company website offers a click-thru banner asking 
consumers to learn more about its philosophy to Save Thanksgiving and Keep Family First. 
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